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Introduction 
 
Nowadays, mobility is one of the most critical themes in the business world today. 
There are several reasons why companies are rethinking their mobility: the high cost  
of commuting, a lack of low-cost parking options, traffic jams around the workplace, 
restructuring or relocation of projects, environmental protection, government-imposed 
constraints, implementation of a corporate mobility plan, and efforts by companies to ear 
eco-labels and to improve their corporate image. It is also a theme of concern for 
employees, and it can play a decisive role during the hiring process. Commuting can  
be costly and time consuming, and rush-hour traffic can cause delays and generate stress 
and fatigue. 
The transportation has become an integral part of everyday life for almost every 
person. It is used to overcome distance, to transport goods and people. People use it for 
various purposes: to travel to work, school, medical facilities, on vacation. For these 
purposes, it is possible to choose different modes of transport and the most popular and 
most frequently used is automobile transportation. The purchase of automobile has become 
financially affordable for everyone, with the development of motoring. 
The number of people who own and use personal vehicles is dramatically 
increasing. This fact brings also the negative effects in the form of environmental pollution 
by exhaust gases, noise and fuel consumption. One option how to protect the environment 
is to reduce individual car transportation system by using car-sharing or 
ridesharing/carpooling.  
The aim of these systems is to reduce the length or number of trips undertaken by 
private cars, to reduce the negative impacts of transportation on air and in the case of 
carpooling to increase the number of occupancy vehicles. With this system, it reduces the 
number of trips of individuals and saves the fuel.  
The company ridesharing is widespread in Western countries, such as Germany, 
Belgium, Austria and the Netherlands. The principle of car sharing is that a driver shares 
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the costs of his journey to work with his passenger. The contribution is fully controlled by 
a driver and a passenger.  
From my point of view the ridesharing “home – work – home” is the field with  
a great potential, mainly due to increasing petrol price, but also due to increasing number 
of traffic jams and deteriorating environment.  
This thesis is focused on a product, which is intended for companies and their 
employees allowing them to carpool to work and create their community.   
10 
 
Definition of problem and aims of thesis  
 
Definition of problem 
Nowadays, the mobility concerns more and more people. It has become one of the 
most critical themes in the business world today. The companies are rethinking their 
mobility due to high prices of parking spaces, lack of parking spaces, long time of 
commuting, traffic jams and also due to environment which is getting worse. This thesis 
presents an opportunity of market entry and basic risk analysis of the company which 
partly solve problem with mobility.  
 
Aim of thesis 
The aim of this thesis is to analyze and evaluate the market and possibility of 
market entry of a company. The proposal in this thesis is based on the micro and macro 
environmental analysis and basic risk assessment. As an important part of the thesis is also 
considered analysis of the area where is the market entry suggested.  
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1. Theoretical part  
 
This part of thesis presents theoretical data which are important for understanding of 
used methods describing the company strategy itself and entrance strategy.  
 
What is carpooling? 
Carpooling or ridesharing is a mode of transport when a driver shares his care with 
passengers he does not have to know. The driver and passenger agree in advance upon  
a trip (through different communication channels) and share the fuel costs. A typical 
example of users might be people who commute to work or school.  
 
1.2 PEST analysis  
In order to be a successful company, it is substantive to have a strategy consistent with 
the environment. The company achieves better results when the consistency between 
strategies and environment is created. For the management of the company is important to 
know well the business environment and factors themselves which affect the company. 
This can be achieved by monitoring, analyzing and evaluation of competition and the 
enterprise itself. After successful analysis can company focus on activities that are 
meaningful and bring the competitive advantage or improve the current ones. (20) 
Analoui,Karami (2003) perceived this analyze not only as an analyze of company’s 
current situation but also as an analyze of the future environment. Also Worthington and 
Britton (2006) mentioned that this tool seeks to predict the changes which are likely to 
occur and its possible consequences for the enterprise.  
To categories environmental influences into six clusters is used PEST analyze. The six 
clusters used in PEST are Political, Economic, Social and Technological factors. All those 
clusters can be simply linked together; they are not independent of each other. Technology 
development could be used as a good example of connection. The technology development 
affects the way how people work, the standard of living and also the lifestyle of all of us. 
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All the mentioned factors can cause the changes in the competitive environment where 
enterprise tens to operate. In order to understand how PEST can affect the environment it is 
important to understand the main drives of changes and impact made by external 
influences and all driver in enterprise itself, markets and industries. (20) 
 
1.2.1 Political factors 
Political environment influence every business activity by number of its aspects. 
The political factors are the outcomes of government policy. This cluster includes the 
political system itself, its processes and institutions which deal with them. Furthermore, it 
touches also government involvement and its attempts to effect market behavior and 
structure. (33) 
 Blažková (2007) identifies some of political factors that could have an impact on 
some parts of business or on business as a whole:  
 
 Government stability; 
 Regulation regarding ecology and environment; 
 Protection of customers; 
 Employment and Unemployment laws; 
 Taxation legislation of corporate; 
 Consumer’s taxation legislation; 
 Government attitude and organization; 
 Trade tariffs and restrictions; 
 Regulations regarding competition; 
 Pressure of international groups; 
 Grants, initiatives and funding; 
 Risk of military invasion; 
 Social welfare policies. 
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1.2.2 Economic factors 
In this cluster are all the economics factors which are affection or may affect 
business as a whole or part of it. The government performs a significant role in this cluster 
at both, national and also local level.  
 According to Blažková (2007) the factors are: 
 Defining the interest rate and monetary policy; 
 Economic growth (overall and by industry sector), GDP – its level and spending of 
consumers; 
 Spending of the government; 
 Unemployment policy; 
 Inflation; 
 Taxation (not only impact on income); 
 Exchange rates. 
 
Applegate and Johnsen (2007) add also  
 Trends in economy; 
 Seasonality and weather problems; 
 Trade and market cycles; 
 End-users drivers 
 Labor costs (unemployment benefits, minimum wage) 
 Business cycle and its stages 
 
1.2.3 Social factors  
Social factors, also named as socio-cultural factors, include the changes in culture 
within the environment where the enterprise operates. The attitudes to value of education 
and demographics are the main forces of this cluster. Not only those social tends make the 
affection on demand for a company’s services and products, how the company operates or 
communicates with its customer or potential customers. Based on those factors companies 
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may change its management strategies to adapt to these social trends and also adapt 
specified changes in social environment.  
Currently, the CRS
1
 (Corporate social responsibility) is popular among companies 
which tend to be competitors.  
Applegate and Johnsen (2007) identify number of attitudes which influence the 
social factors such as: 
 Standard of living of a target group; 
 The structure of population; 
 Lifestyle trends; 
 Demographics factors such as structure of the population, size of family, gender; 
 Attitudes and opinions of customers; 
 Education; 
 Views of media; 
 Role models and fashion; 
 Welfare and health; 
 Buying tends; 
 Factors concerning religion and ethnic; 
 Publicity and advertising; 
 Growth rate of population. 
 
1.2.4 Technological factors 
Whether we admit it or not, the higher education is highly influenced by the 
research and its discoveries, by new trends in technology and by teaching. New types of 
communication such as voice over IP, social networks, e-mail could be used as tools for 
developing company strategy. Furthermore, the innovations and discoveries are powered 
by technology and the level of technology. The pace of technological development grows 
                                                 
1
 CRS is a type or form of corporate self-regulation which is integrated into a business model. It is a 
corporate belief that a business should be responsible for its actions – environmentally, socially and ethically.  
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rapidly and it makes, not only lives, easier. Technological changes can affect quality, costs, 
used materials and can lead to innovation which is crucial, nowadays.  
 Among the technological factors which influence the analysis are: 
 
 Development level of new technologies and industry; 
 Solutions and replacement technology; 
 Technology legislation; 
 Research funded by the industry; 
 Research funded by the government; 
 Capacity and manufacturing maturity; 
 Energy costs and energy consumption; 
 Level of alternative sources; 
 Current level of technology; 
 New patents and discoveries; 
 Communication and information; 
 Innovation potential; 
 Issues regarding intellectual property. (1) 
1.3 Porter’s Five Forces analysis 
Porter`s Five Forces analysis is a tool which plays important role in competitive analyses 
of industry level. Michael Porter (1994) explains that industry has a relatively stable structure, 
however it can change through the time as a business industry shapes and each industry has 
different strength of the five forces. Porter created analysis by identification of five essential 
competitive forces which are Threat of New Entrants and Substitutes, Bargaining Power of 
Customers, Suppliers and Competitors. 
All forces are linked together and react with each other. The reactions between all forces 
are illustrated in picture 1. All mentioned elements are elements of microenvironment and 
influence the whole company very significantly. If we compare the PEST analysis and Porter’s 
Five Forces analysis, we will come up with the result which says that company can influence 
Porter’s Five Forces. Unfortunately the PEST cannot be influenced by the company. Based on 
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the results of Porter’s Five Forces the company may identify threats and opportunities of the 
external environment. The Porter’s analysis also identifies the attractiveness of the industry 
regarding entrance whether to enter, that industry as a business, or not. (25) 
 
 
Picture 1: Reactions between forces (Source: PORTER, 2008, p.4) 
 
1.3.1 Threat of entry of new competitors 
When a new company enters to an industry it means that the market share cake will be 
cut and smaller by one more part. The threat of a new entrance can be high or low. If the 
threat if high it means that one or few companies, in a specific market, are holding the 
prices down or lift up the investment to discourage a new company (competitor). On the 
other hand, if the threat is low it means that dozens of companies compete to acquire the 
market share.  
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The entry into the industry, or exit from the industry, can be limited by barriers to 
market exit or market entry. If the mentioned barriers are low, the market is limited by 
lower profits and by reduction of profitability, consequently the threat of entry of a new 
competitor is high. On the other hand, if the barriers are high, a new competitor will most 
probably not entry the market, and thus the existing companies achieve considerable 
earnings and vice-versa.  
To analyse the barriers of entry is crucial part for every company which tends to entry 
into a new industry. An analysis of barriers to entry is obviously crucial for any firm 
considering to entry to new industry. If a new company wants to enter a new market it has 
to find a way how to overcome the existing entry barriers without losing in the industry. 
(25) 
 
Porter defines seven essential sources of barriers: 
 “Supply-side economies of scale; 
 Demand-side benefits of scale; 
 Customer switching costs; 
 Capital requirements; 
 Incumbency advantages independent of size; 
 Unequal access to distribution channels; 
 Restrictive government policy.” (Porter, 2008, p. 11) 
 
1.3.2 Threat of Substitutes 
The fact that someone can create similar, same or better product or service creates the 
threat for industry and business itself. It is the propensity of customer to switch your product or 
service into alternatives. By other words it is the rate of exchanging the service or product by 
other alternative within industry.  
It is highly advised to closely analyze and monitor price development of competition and 
its products and services. This is because of the fact that substitutes, completely or partially, 
substitute the products (or service) and thus reduce the price and also profits.   
 
18 
 
This treat is high in following situations: 
 It offers a price-performance or an attractive trade-off to the product of industry. 
 The switching cost of the buyer is low.  (24) 
 
1.3.3 Competitive rivalry within the industry 
If the market has larger number of aggressive or stronger competitors, than the 
attractiveness of the specific market is lower. The same applies for the situation when there is a 
decrease in growth of sales or cessation. If these cases occurs the price wars very often and 
thus the competitive rivalry in the specific industry is high. (24) 
We can find number of forms of rivalry among competitors within an industry such as 
advertising campaigns, cutting of the price, improvements of the services or products, 
introduction of a new product or its design. The competing intensity plays an important role in 
this sector because the competitor’s rivalry depends on the intensity.  
 
There are several cases when the intensity is higher:  
 If the number of competitors is high or competitors are not equal in size and power. 
 If the existing barriers are high.  
 If the rivals have aspiration for the leadership of the industry and are highly committed 
to the business. 
 If the growth of industry is slow and don’t react on changes in technology.  
 If the company is not able to read signals of the others well or sufficiently. 
 
The bases on which competitors compete are reflect in the Bargaining Power of 
Competitors as well as the intensity.  
 There are also several cases when the price competition is the greatest: 
 If the marginal costs are low and fixed costs are high. 
 If the products or services provided by competitors are nearly identical and there is 
very low switching cost for the customers.  
 If the product is perishable. 
 If the capacity, in order to be efficient, has to be expanded in large increment. (25) 
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1.3.4 Bargaining power of suppliers 
The suppliers can affect the company mainly in two possible terms-in prices, supply and 
the quality of supply. The bargaining power of suppliers is high in the situation that there are 
no substitutes of their supplies in the situation that their supplies are crucial for the company 
and it is impossible or very difficult to change or find a new supplier.  
If the company finds a new supplier it has to evaluate and analyze the obstacles. It is the 
natural process that the company always tries to find the most efficient and reliable supplier in 
the market. If there are many suppliers who are able to deliver the supply of the same quality 
and conditions, or if there are sufficient sources of raw material, then the product or service 
can be produced at very low price. The bargaining power of suppliers is more powerful if there 
is monopoly or oligopoly of suppliers in the market. (24) 
 
The group of suppliers is powerful if: 
 It is impossible to find a substitute for the product/service which is provided by the 
supplier group.  
 The group is more concentrated than the industry where the group operates.  
 The participants of the industry have to face to switching cost while changing 
suppliers. 
 The group of suppliers do not depend on the industry (for its revenues). 
 The suppliers offer service or product which is differentiated. (25) 
 
 
1.3.5 Bargaining power of buyers 
The usual requirements of customers are quality products, low price and those both 
requirements cause the tension between competitors. Bargaining power of buyers is 
relatively high if there can be found a sufficient substitution of product or service in the 
market. It is spin side of the suppliers’ power.  
 The customer has a significant ability or possibility to make a pressure on the 
company in the form of negotiating leverage.  
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 The groups of buyers have negotiating leverage high in following cases:  
 The services/products of the market are undifferentiated or standardized. 
 There are few buyers in the market 
 The buyers purchase in the amount which are relatively large for the size of a single 
vendor. 
 While changing vendors, the buyers face just low switching cost 
 
It is also important to know when the group of buyers is price sensitive: 
The product of the industry has no effect or small effect on the other costs of buyers 
The industry products can affect the quality of customers’ products or services 
When the product bought from the market, represents a significant part of its cost structure 
or budget of procurement. 
In order to satisfy the price demand of the customers (of the price sensitive 
customer), the company has to use IT services or new technology which help to cut the 
production cost and make the communication between company and customer quicker and 
more effective. IT services and new technology also usually help to achieve better control 
over inventory, consequently the company can keep the price of its products lower. (25) 
 
1.4 SWOT analysis 
Every process of strategic planning should include investigation of external and 
internal environment of the company. Mentioned investigation can be done by SWOT 
analysis which is analytical tool evaluating not only internal factors but also external 
factors. (2) 
Based on the results from SWOT analysis we are able to determine the key trends and 
points which affect the company from inside and outside and are also able to estimate the 
direction where the company should perform its activities. The outcomes of SWOT 
analysis are also crucial for creation and implementation of marketing strategies of 
company. (21) 
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All the result of the analysis is helpful in the future path of the company. Since it 
defines the weaknesses of the company, it can help to reduce them.  Other outcome from 
the analysis are the strengths of the company and thanks to this, company can support them 
and concentrate on them as well. It can also take the advantage of opportunities which 
occur around the company and avoid the threats.  
   
1.4.1 External business analysis - Opportunities and Threats 
The first category Opportunities and Threats are part of external business analysis. The 
Opportunities and Threats can be found around the company, in its environment. Company 
does not have any control over them. If an entrepreneur has difficulties their recognition 
the SLEPTE analysis can be helpful.  
The Opportunities are the areas where company can improve its strategic position 
comparing the competition. On the other hand, the found barriers and limitations are 
perceived as threats. The most difficult task is to transform the threats into opportunities or 
eliminate them.  (18) 
The following table 1 shows factor that may have influence of threats and opportunities 
of a company.  
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THREATS OPPORTUNITIES 
         Legislation          The vulnerabilities of competitors
         Competition and its intention           Global trends and influences
         Political effect          New markets, customers
         Environment          Product and business development
         Weather – seasonal effects          Innovation and technology development
         The loss of key employees          Niche target markets
         New services, ideas and technologies          Lifestyle trends and changes
         New patents          Industry changes
         Demand of a market          Development of a market
         Barriers, obstacles          Research and information
         The economic situation (abroad, home)          Partnership, agencies
         Sustainable financial backing          Influences of fashion
         Vital partners and contracts   
Tab. 1: Opportunities and Threats factors (Source: APPLEGATE, JOHNSEN, 2007, p. 30) 
 
1.4.2 Internal business analysis - Strengths and Weaknesses  
Company’s Strengths and Weaknesses are the internal factors of the company.  If we 
know the company’s own chain value it can be helpful for indication where strengths or 
weaknesses can reside. Some entrepreneurs may have problem with recognizing those 
internal business factors, therefore the Porter’s five forces analysis may be useful tool.  
Weaknesses are the weak characteristics of a company. The weaknesses define 
company’s comparative disadvantages. It is important to know the weaknesses of the 
company, it defines the deficit or lack of the company comparing the competition. 
Therefore it is obvious that weaknesses are identified and collected by comparing the 
company with its biggest competitors which occurs in the field. On the other hand, it can 
be assumed that the weaknesses of a one company can be considered as strength of the 
other company (of a competitor).  
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The found weaknesses should be as soon as possible eliminated by prepared actions.  
Strengths are perceived as areas where the company exceed comparing to its competitions. 
This analysis helps us to find out if the company has any significant competencies, or 
strong areas, or not. The recognition of strengths is a key step for developing of the 
company. The strengths can be more developed and company can gain a new competitive 
advantage based on them and business strategy may become stronger thanks to this. (17) 
The table 2 shows the factors which can have the influence on strengths and 
weaknesses of a company. 
Tab.2: Strengths and weaknesses factors (Source: APPLEGATE, JOHNSEN, 2007, p.30) 
 
 
STRENGHTS WEAKNESSES 
         Management           Systems and processes 
         Competitive advantage          Start-up cash-drain, cash flow
         Advantage of a service/product          Absent of competitive advantage
         Company advantage          Commitment, leadership
         Location          Accreditation
         Value, quality, price          Product/service disadvantage
         Behavioural, attitudinal, cultural aspects          Company disadvantage
         Unique selling points          Gaps in the company’s capabilities
         Employees, assets, resources          Financial problems
         Financial reserves          Deadlines 
         Marketing strategy          Bad reputation
         Patents, innovative aspects          Reliability of data
         Location   
         Certification – quality, accreditation   
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1.4.3 Minus or Plus matrix 
Minus or Plus matrix is method, which is used frequently, for using the results of 
SWOT analysis for establishing or developing appropriate marketing strategy. Thank to 
this method the weight of various weaknesses and strengths of the organization are 
determined, as well as threats and opportunities. There is a certain process of evaluation. It 
consists of mentioning of identified factors, putting them into a matrix and evaluating 
them.  
The relation between sides can be described as strong positive (+ +) or weak positive 
(+) bond. The other possibility is that both sides can be strong double negative (- -) or 
negative just slightly (-). If there is no relationship, then zero is awarded.  
The last step of the method is to count the pluses and minuses in rows and columns. 
The factors with the highest evaluation are identified as the most important and might be 
implemented in the strategy of a company. (32) 
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2. Problem analyses and current situation  
 
2.1. Market analysis 
The following chapter is dedicated to the enterprise which wishes to enter and to  
a market research. The main analysis which is performed is the geographic analysis. The 
next analysis is the analysis of possible customers who could be interested in the product. 
 
2.1.1. Geographical aspect 
The Belgian company, Djengo, came up with the intention to hire a few trainees 
and also expand into new markets. Djengo is located in Brussels, in local incubator. The 
company wanted to expand and cover south part, north part and middle part of Europe. The 
owners had also an intention to expand out of Europe.  
At the end, Djengo offered internships and hired students from the Czech Republic, 
France, Sweden and Brazil with the motivation to expand into those markets. 
 
The reasons why Djengo decided for mentioned countries are explained here: 
 
Brasil  
The company wanted to expand into Sao Paulo because Sao Paulo is “The city  
where traffic jams stretch over 112 miles every day” (15) 
- On a very bad day the traffic jams can wind up to 183 miles 
- In Sao Paulo was established a radio station dedicated exclusively to updating 
drivers, especially the ones who commute to work, on road conditions and advising 
them what routes they should take to speed up their journeys-the radio station 
works 24 hours a day, seven days a week 
- In a city where live 11 million people, cars have become a symbol of the middle 
class and are the one of solutions how to avoid unreliable public transport system 
- The city, from whole South America, with the worst traffic situation  
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Picture 2: The traffic situation in Sao Paulo (15) 
 
France  
The city where company intended to expand was Paris. Paris and its metropolitan area is 
one of the largest in Europe with more than 12 million inhabitants 
- In some areas, the traffic jams are every day in the morning and also afternoon  
- Some days during the month the pollution of the air is becoming harmful  
- The country with the same language (Djengo can very easily communicate with the 
future customers, no need of translating the software application into new 
language) 
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Sweden  
The city were Djengo wanted to establish its branch was Stockholm 
- the company established strong relationship with the local university - the 
university addressed them as first due to environmental-ecology factor  
- there was intention to use the software for the companies which are in outskirts and 
do not have company buses which operates the journey frequently 
 
Czech Republic 
The company wanted to expand into Brno. The Czech Republic is located in the 
centre of Europe. Brno is the second largest city in the Czech Republic. Brno got the grants 
from the EU for building the scientific centre – the company owners expected a high influx 
of foreigners, mainly from Brussels. 
You can get very quickly into Vienna and Bratislava. Some people living in Brno 
are working in Vienna and the software will be the solution for their daily commuting 
Brno does not have a metro, like Prague has, consequently the travelling by public 
transportation is a bit difficult 
The hired students from mentioned countries were working in Brussels for half a 
year to gain the experience regarding their future tasks. They help to promote and sell the 
product in Brussels, learn the way how to do it and how to address the future customers as 
first. After the internship the students were main contacts for Djengo and their task was to 
establish a “daughter” company and offer the product in their home country.  
 
2.1.2. Geographical aspects in the Czech Republic 
 
Brno is located in southern Moravia and is the second biggest city in the Czech 
Republic with 378 616 inhabitants. (12) However, many people commute from near 
villages and towns due to their work, mainly to technological parks. In Brno, there can be 
found 4 technological parks and they are still growing and new companies are entering 
market in Brno.  
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Also Brno is the city where CEITEC
2
 is building, consequently many new job 
opportunities are going to take place in Brno.  
Building the technological parks and centers like CEITEC (8), in the outskirts of 
the city, generate the additional traffic of students and employees every day. Some parks 
have its own buses which collect people around the city and give them a lift to 
technological parks. However, the transport is usually not able to satisfy the demand of the 
employees during the peak hours. On the other hand, it is also difficult to handle all the 
traffic jams, which become more and more regular, and delays of the transport.  
It is important to highlight that accessibility and public transport connection are 
often key arguments for choosing the company where people are going to work. It is also 
needed to mention that also companies consider the accessibility (with the regard to future 
employees, suppliers and clients) while choosing the place for their own plant.  
 
The main 4 technological parks are located in: 
 Slatina 
 Modřice 
 Czech Technology Park (hereinafter CTP) in Královo pole 
 Technology park in Holandská. (28) 
 
The management of CTP realizes that commuting to work and working environment 
itself are key players in the daily lives of employees, therefore CTP was chosen as a first 
area where the research regarding commuting was done.  
The research was done not only with the companies, which are located in that area, but 
also with two faculties. Not only employees from the companies and faculties took part in 
it, but also students from those two faculties.  
                                                 
2
 “CEITEC is a scientific centre in the fields of life sciences, advanced materials and technologies whose aim 
is to establish itself as a recognized centre for basic as well as applied research. CEITEC offers a state-of-the-
art infrastructure and great conditions to employ excellent researchers. CEITEC was approved by the 
European Commission on 6th June 2011. It is a consortium whose partners include the most prominent 
universities and research institutes in Brno, and it benefits from the support of the Region of South-Moravia 
and the City of Brno.” (8) 
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The aim of the research was to apprize the companies from CTP and faculties within 
the area about the current situation regarding transport and commuting of its employees 
and students. The aim was also to promote new solutions regarding transportation itself. 
Also promote sustainable growth of CTP in regard with infrastructure, transport and 
facilities. One of the outcomes could be the suggestion of a mobility plan within the area.  
 
2.2 PEST Analysis 
2.2.1. Political factors 
The Czech Republic is a democratic republic with multi-party parliamentary 
representative. The current president Miloš Zeman is a head of state and Prime Minister 
Bohuslav Sobotka is the head of the government. The country is a part of the European 
Union, it joined the EU in 2004, however it is not part of Euro zone.  
Statistics say that last years there was no prime minister who was able to survive 
for more than three years, mostly due to political polarization which was rather deep. 
Consequently the Czech Republic is perceived and considered as an unstable state.  
Holub (2011) tied to find out why was the country unstable. He became with two 
theories which were supposed to be an explanation why the country is so polarized. One of 
them is that the proportional electoral system failed to create steady parliamentary 
majorities and subsequently was not able to form a stable government. The second theory 
says that the government was unstable because of corruption scandals.  
At the beginning of the year 2013 was elected a new president Miloš Zeman. It was 
for the first time the republic used direct presidential elections. In autumn 2013 (25
th
-25
th
 
October) the republic held the elections into the House of Commons, nevertheless the new 
government was created at the beginning of the year 2014.  
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In the following chart are the results of the autumn elections.  
Graph 1: Representation of political parties in the Czech parliament in parliamentary 
elections 2013 (13) 
 
The winner of the elections was ČSSD (Social democratic party) with 20,45%, the 
second is ANO (18,65%) which claims to be the middle party. On the third place with 
almost 15% of votes is KSČM which is communist part. The political party which can 
support the Djengo product is Zelení, however the party got only 3,19% which is not 
sufficient amount for being the part of parliament. The limit is 5%. As the graph shows the 
Czech parliament consists of seven political parties. (12) 
 
2.2.2. Economic factors 
The Czech Republic has relatively stable economy which is small, export-driven 
and sensitive to changes in the economic performance of its main export partner, Germany. 
The challenges the Czech Republic has to face are aging population, funding an 
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unsustainable pension and health care system. On the other hand, the Czech Republic tries 
to diverse away from manufacturing to a more service-based, high-tech, economy. (9) 
The average inflation rate in the Czech Republic is reported at 1,4% for the year 
2013. (31) The the annual increase of the index of customer prices (CPI) is 0,6% reported 
in May 2014. (31) 
The Czech Republic became the member of European Union (EU) in 2004 and this 
change led to the overall improvement of position of the country within the international 
market, mainly within EU. The membership in the EU brought many advantages for the 
Czech Republic especially the possibility to get the EU funds and take part in EU projects.  
The industry of the Czech Republic makes 41% of the gross domestic product 
(GDP), however the largest part which is 55% comes from the sector of services. (32) 
The minimum wage is 8 500 CZK (7) and average gross wage is 26 637 CZK (23). 
It is important to mention that there is a potential threat for a company set up in 
Czech Republic and buying services from Belgian company due to exchange rate risk. In 
the past 10 years the exchange rate fluctuated between the minimum 23 CZK and 
maximum 32 CZK. Current exchange rate is 27.445 CZK. (24) 
 
2.2.3. Social factors 
The population of the Czech Republic is about 10,5 million inhabitants. That 
number is similar the past twenty years. When comparing the population and its age 
structure within the years 2001 and 2013, it confirms the trend that the population is aging 
gradually. Brno has 378 616 inhabitants and the aging trend is also confirmed. There is 
also interesting factor regarding the living and moving. The ratio of “natives” (those are 
people who live in the same village they were born) is less to 49%. (10) 
Also interesting fact is regarding education level of the population. In 2012, almost 
3 million people represented the largest group, people with secondary education including 
absolvents from vocational schools (with apprenticeship certificates). Nevertheless, the 
percentage of people with higher education grows every year. There is a significant trend 
in this area. Also the number of university graduates is growing. Last year the university 
graduates represents 12% of the population (more than 1,1 million people). (23) 
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5,2 million of people, which is about half of the population is economically active. 
The unemployment rate is 7,9% in the Czech Republic while in South Moravian region, 
where Brno is a “capital”, the unemployment rate is 8,54%. Almost four fifths of working 
people work as employees and nearly 600 000 people work as self-employed persons.  
The Czech Republic is also interesting regarding the religious faith. 62% of 
population, which is almost two thirds, declared that they are without religious faith. Only 
10,6% of the population represents believers of Roman Catholic Church which is almost 
the half of all believers living in the Czech Republic. The Czech Republic is generally 
atheistic state. People need to know and understand the reason why they should believe. 
This finding can be useful in the way of offering the product. The facts and numbers will 
play an important role. (23) 
It is also important to mention, that working week in the Czech Republic is from 
Monday till Friday. Opening hours for public offices, banks and shops are from 08:00 till 
17:00 (on Monday and Wednesday till 18:00). There is still the unwritten habit, that on 
Friday public offices close after the lunch, some of them at 15:00. Apart from restaurants, 
shopping centers, cinemas and theaters, the most of businesses are closed on Sundays.  
In the big companies, which are the potential customer, the working hours start at 
09:00 the latest and finish at 18:00. There is also a trend that on Friday working hours 
finish at 14:00 or 14:30 and employees can get off for the weekend. (23) 
2.2.3. Technological factors 
The expenditures of the government  on research are development (R&D) are 26.2 
billion CZK (23) This part of budget is growing every year, unfortunately very slowly. The 
expenditures on R&D are 2.27% of the state budget and it makes 0.68% of GDP.  
The internet started to being using in the year 1992, 3 years after the Velvet revolution. 
Czech Statistical Office (13) claims that 61% of households were using the Internet in the 
year 2012. The trend in using the Internet is increasing. For the internet connection people 
do not use just a computer, very popular became tablets and mobile internet. The Czech 
Statistical Office shows that in year 2011 64.8% of households had a computer which is 
almost the same like the percentage of households having the Internet. (5) 
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More than 50% of population is using the Internet and communicates thanks to it with 
the others. Information and communication technologies (ITC) play an important role in 
nowadays way of living and working. Almost all businesses use a computer and have an 
Internet connection which seems to be crucial for the work nowadays. (13) 
Using new technologies play an important role in the protection of the environment. It 
can reduce the amount of printed paper as well as CO2 from the cars.  
 
2.3 Porter’s Five Forces analysis 
The Porter’s Five Forces analysis is a key tool for researching the micro environmental 
forces which influence the business existence of a company.  
  
2.3.1. Threat of new entrants  
The new entrants can start business within this area very easily. It also depends on the 
fact if the new entrant sells someone’s product (like DjengoCZ) or codes its own program. 
If it sells someone’s product the entry is easy and the threat of new entry is very high. If it 
sells own product which has to be coded firstly, the threat of new entry will be lower. 
Insomuch as coding product like Djengo is time consuming mainly due to various 
requested of the future users during the testing period.  
The threat of new entrants can be seen also in a company operating abroad and offering 
the same product. Company offering similar product is located in Austria, is the closest 
one. However, the company does not want to enter the Czech Republic due to small size of 
potential market. It chooses bigger countries for its entry, mostly situated in Western 
Europe where carpooling is very popular and has significant tradition.  
The most common and least difficult way how to enter a new market as a company is 
to establish a Limited Liability Company. The process of creation is not complicated and 
since the January 2014 it has been even less complicated because the share capital of 
200 000 CZK is not needed now. The costs for creation are approximately 20 000 CZK 
(depending also on lawyer and his charges). (14) 
Entry barriers are low; threats of new entrances are high.  
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2.3.2. Bargaining Power of Suppliers  
The supplied services and products are not that much differentiated, there is no 
supplier monopoly and supplier can be change. On the other hand it is important to 
mention that there is no supplier of such a product in the Czech Republic. However, there 
are few of them around the world. The closest one could be find in Austria. The company 
does not offer the same product but its product can be changed and company is willing to 
enter new markets. Since its creation it has entered 9 countries within Europe, however the 
Czech Republic (CR) is not the market where the company would love to expand due to 
size of the market. On the other hand, the company can supply its product and does not 
have to be responsible for the branch in the CR.  
The current supplier also takes care about servers and all issues connected to IT and 
coding. This fact makes him in a strong position, because it will be very difficult to find  
a supplier who supplies the same product with the same services.  
The Bargaining Power of Supplier is high, mainly due to services and support it offers.  
 
2.3.3. Bargaining Power of Customers  
In the Czech Republic, there is no direct competition to this product and mobility is 
getting more and more discussed every day. This product is not necessary for living, it just 
makes one’s life easier – to be more specific it makes commuting to work easier. 
Currently, the customers do not have any other option in the Czech market, however they 
can substitute it – about this is written below.  
It is also important to mention that a good customer care has to be provided in 
order to make customers satisfied. In this field is also needed certain motivation from the 
company to its customers in order to support them to use the program often and thus safe 
their money, time and environment.  
The Bargaining Power of Customers is very low.   
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2.3.4. Threat of Substitutes  
Threat of Substitutes in the field of mobility is very high. The ordinary substitute 
can be seen in using of public transport, walking or cycling. All of mentioned substitutes 
are the common ways how people get to work and back home.  
Carpooling itself can work also without the program. The program is just a tool which 
makes it easier, however it is not only one tool which makes it less difficult. For simple 
carpooling within a small company can be used board located in the common area or 
facebook group where people can agree upon an arrival, departure and meeting point.  
 
2.3.5. Bargaining Power of Competitors 
In the Czech Republic, there is no competition which offers the same product for 
the same target group. There are many portals and web pages which offers carpooling or 
car sharing, though it is not used for companies.  
Spolujizda.cz 
This portal works differently from others. Usually person interested in ridesharing 
go to webpage, where can find a driver who plans to go to same city. Taker registers at the 
webpage and communicate with the driver through messaging system at the web page or 
through his personal mail or mobile phone. Spolujizda.cz works differently, it is more like 
mediation agency, and takers are not allowed to have direct contact with a potential driver. 
Everything is done through the owners of the web page.  
If a driver looks for passengers he has to post his offer. Passengers react to offers 
through owners who arrange the trip. In this case, there not just fees for petrol, the users 
are also obliged to pay the mediation fee. 
Tariffs: 
Tab. 3: Tariffs at Spolujizda.cz 
  
Czech Republic and Slovak 
Republic Abroad 
Petrol fee (per 1 Km per 1 person) 0,60 CZK 1 CZK 
Mediation fee (depends on distance) 20 - 80 CZK 100 - 350 CZK 
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The web page looks very unprofessional, the logo as well. However people still use 
it because the posts are recent. There are no advertisements at the webpage, therefore 
owners chose to have different system for getting the users in touch and charged it.  
The advantage can be seen in published web links which can be used and useful for some 
users.  
Generally I would evaluate this project as foiled. Nevertheless it is important to 
mention, that the webpage is also in English and German.  
 
Autospolujizda.cz 
At this webpage it is possible to get a contact for a driver so the taker and driver 
can communicate directly which is better solution than at spolujizda.cz. There is also any 
mediation fee what makes ridesharing cheaper through autospolujizda.cz than through 
spolujizda.cz. 
The tariffs for ridesharing are the same like in previous project, spolujizda.cz. 
 
Tab. 4: Tariffs at Autospolujizda.cz 
 
This project also allows 2 ways of publishing the driver’s offer and taker’s demand. 
It can be done by the webpage (firstly the registration is needed) or by the message using 
SMS. The message costs 10 CZK for creating the offer and 10 CZK for deleting it.  
The advantage of the webpage is the fact that taker can insert into their demand the size or 
number of luggage they are planning to take with them. And like the spolujizda.cz also 
autospolujizda.cz has webpage in English and German.  
On one hand, there is no mediation fee, on the other hand the webpage is full of 
advertisement which seems to be source of profit for the owners.  
 
Czech Republic and Slovak 
Republic Abroad 
Petrol fee (per 1 Km per 1 person) 0,60 CZK 1 CZK 
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The webpage is still active, nevertheless there are not so many recent offers like in 
spolujizda.cz. 
 
Spolujizda.com 
Both, taker and driver have to be registered in this webpage. Consecutive they 
communicate by the messaging system which webpage offers and it is only one way how 
to communicate. The personal contacts remain hidden.  
The registration is for free as well as a whole project. There are no tariffs suggested 
by the webpage, the payments are entirely in the hands of a driver and a passenger. It 
depends on their agreement how much is a passenger obliged to pay to a driver.  
The project offers a feature for quicker communication between a driver and  
a passenger. Spolujizda.com has also a facebook profile. The owners of the webpage post 
offers and demands from spolujizda.com to facebook with the link to spolujizda.com. The 
facebook profile also serves as an information channel regarding news from the field of 
transportation. Unfortunately for owners, some people started using facebook profile as  
a place for advertising their advertisement regarding ridesharing without using 
spolujizda.com.  
The webpage is only in Czech language which can be seen as a disadvantage 
because the owners can satisfy only people who speak Czech. On the other hand, an 
advantage can be seen the fact that there are no public advertisement which can make  
a profit for owners but at the same time irritate users.  
 
Autostop.cz 
Autostop.cz is a subproject of a huge project krajane.cz. Krajane.cz is specialized 
community portal for more than 2 million Czechs and 1,5 million Slovaks living abroad. 
Krajane.cz provides the place for communication, organizing events, advertising (job 
offers and demands, ridesharing, etc.) or sharing of useful information and tips (e.g. for the 
trip, tips regarding vaccination to some countries, etc.) Krajane.cz connects over 200 
expatriate communities of Czechs and Slovaks all around the world. Everything is done for 
free, there are no advertisement fees for registered users.  
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Autostop.cz is most used portal comparing to spolujizda.cz, autospolujizda.cz, 
spolujizda.com, spolujizda.eu. It has plenty of offers every day (around 20 per day, the 
most during the weekends and summer). A taker and a driver can get in touch very easily – 
through the profile at the webpage. The user can also fill the phone number and email for 
quicker communication. The advantage is also that the driver can fill in the description of  
a car, consequently the taker knows the conditions (if the car is too small for more people, 
if he has enough space for leg, luggage, etc.). 
The user can fill in the languages he speaks with so this service is also friendly to 
foreigners. The webpage itself is run in several languages – Slovak, Polish, English and 
German and it has facebook and twitter accounts.  
All the services are for free and the webpage and in addition to the webpage has quite long 
history – it was created 1st September 1998.  
 
Spolujizda.eu 
Spolujizda.eu is one of the bad looking webpage. On the other hand, spolujizda.eu 
uses the facebook profile very actively and has 1 280 likes. The webpage itself is also quite 
used because at this moment it has 40 active offers which is the most comparing with 
spolujizda.cz, autospolujizda.cz, spolujizda.com and autostop.cz.  
The registration and subsequent ridesharing is without any fee (for owners). There 
are no obliged tariffs, the payments is entirely in the hands of a driver and a passenger. The 
webpage has the space for advertisement which is potential profit for owner.  
 
Jizdomat.cz 
The webpage is user friendly and comparing to all mentioned above it looks very 
professional. As the only one it has the mobile application which is the most comfortable 
from the user’s point of view. The facebook account is active and has 400 000 likes. 
Jizdomat.cz publics the amount of money and CO2 it has saved since its creation. 
A driver publics an offer with all information including the costs. The potential 
passengers can see also the driver’s picture. The driver’s picture makes the feeling from 
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the ridesharing less stressful because the passenger knows the face he is going to spend 
time with.  
As a very good feature is the possibility to rideshare just with the girls. Jizdomat.cz 
offers section just for girls. This feature is very well done step from the psychological 
point of view. Jizdomat.cz provides petrol discount for its users.  
Comparing to spolujizda.cz, autospolujizda.cz, spolujizda.com, autostop.cz and 
spolujizda.eu, jizdomat.cz is the most sophisticated and user friendly system which has 
well known advertisement and is targeted to right people.  
 
Carpooling.com 
Carpooling.com is the only one which is not Czech. Carpooling.com was 
established by German students 10 years ago and now the team is comprised of 70 people 
from every horizon. It connects people in 40 countries and operates in Germany, Austria, 
Switzerland, France, Italy, Spain, Poland, Greece and UK.  
Carpooling.com, as well as jizdomat.cz, publics the amount of money and CO2 it has saved 
since its creation. It has mobile application for android and iOS. The webpage is very 
professional and user friendly. Its product is well developed as well as the network it 
connects.  
This webpage could be seen as the biggest competition, however it does not operate 
at the same market and its products is targeted to another group of customers.  
2.4 Product and its competitive advantage  
Djengo is a new platform (software) that facilitates ridesharing for small and medium 
distances, particularly for commuting to work. It is designed for companies that can 
provide it through Internet access to their employees and make their commuting to work 
easier.  Djengo offers to companies the possibility to create their own groups and use them 
as matching pool for people who want to carpool together. It also allows to set their own 
parameters and to offer their employees effective management of the ridesharing program.  
Each user must be connected to the Internet and fill in a profile at the beginning. The 
one of required information is to fill it at least two addresses. One of the addresses should 
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be the address of the residence or meeting point (in case they do not want to specify the 
place of residence). The second address should be the address of workplace. The number 
of addresses for one user is not limited.  
 Djengo allows to plan the journeys for whole week, month or year. The software 
also provides the statistics which can be useful for the companies. Thanks to statistics the 
companies can see how many employees carpool and how often, they can also see how 
many kilometers or CO2 they saved. The data can be used in a system of rewards and 
incentives relating to carpooling within the company. It can be also used for the marketing 
purposes, for example in the annual reports and so encourage carpooling not only “home-
work-home” way. 
It does not matter whether the employee is a driver or passenger, Djengo is able to 
find both the driver and passenger. Software does not take into account only the endpoints, 
but also takes into account each waypoint, or a detour. Everything is secured by mapping 
system, which increase compliance requirements paths between users, thanks to mapping 
of each waypoint including detours. All locations and transfer points are taken into account 
in the calculation of each journey and while searching a passenger.   
Example: A driver traveling from Svitavy to Brno can take a passenger in Sebranice, 
who travelled there from Kunštát. The software also allows the favorites, the favorite (most 
frequent passengers). This feature allows users to view the current schedule trips of his 
favorites, and very quickly and easily book his desired location for the next days, weeks, 
months. 
If the employee decides to leave from work suddenly, the program makes a search to 
find him whether a driver or a passenger. The more registered employees in the software, 
the more likely to find a consensus. 
Direct competitive solution that would offer carpooling just to work do not exist in the 
Czech market. There are competitive solutions that are aimed to all citizens, not only to 
company employees and they manage long distances. The competitive solutions that might 
be targeted to employees do not allow to users to manage their travel easily through the 
website, as Djengo. These solutions provide only the possibility of first contact between 
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the users. Later on they have to communicate through email or mobile phone, which 
creates additional costs in the case of the mobile phone.  
The time needed for developing the software is approximately 1.5 – 2 years (depending 
on how many people work on it) counting with 2 coders. The costs for developing depend 
on the country where the software is going to be developed. If the place of developing is 
the Czech Republic then the costs, in case of hiring freelancers, would be following (costs 
are based on the research on the Internet): (14) 
 
- 1 person – cost per 1 working hour: 250 CZK 
- 1 working day (1 person, 8 hours): 2 000 CZK 
- 1 working week (1 person, 5 days): 10 000 CZK  
- 1 year (1 person, 45 working weeks, not counting weekends and 5 weeks of 
holidays): 450 000 CZK  
 
For the project are needed 2 people. If it takes 2 years (counting with unexpected 
problems while coding) the developing cost is following (just for coding the project): 
450 000 CZK * 2 years * 2 people = 1 800 000 CZK 
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2.5 SWOT Analysis 
Based on done analysis the factors of SWOT analysis were recognized. External 
factors were recognized on the basis of analysis of product (competitive advantage) and 
internal factors from Porter’s Five Forces analysis and PEST analysis. The most outcomes 
wre gathered into SWOT analysis shown in picture below which summarize the strength, 
weaknesses, opportunities and threats of company. 
 
 
Strenghts Weaknesses 
S1-Webpage - SEO W1-Company image 
S2-Individual approach 
W2-High provision costs for 
Belgium 
S3-Complex offer W3-High cost of servers 
S4-Discount prices for longer period 
and possibility of monthly payments         
S5-Connection with Facebook and 
LinkedIn         
S6-Well coded sophisticated program 
with sophisticated features         
                
Opportunities Threats 
O1-To offer extra benefits with order T1-Supplier quality 
O2-Mobile application T2-Low switching costs 
O3-Low petrol prices for users 
T3-Minimum face to face 
communication 
O4-Using new technological tools 
for communication and socializing 
T4-Changing mindset of people takes 
long time  
O5-To offer unlimited number of 
users         
Tab. 5: SWOT analysis outcomes 
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3. Proposals and contribution of suggested solution 
 
3.1. Suggested form of entry 
In the Czech Republic, there are several methods of entry, though each of them has 
various pluses and minuses. Limited Liability Company (Ltd.) is perceived as the most 
appropriate method for the reasons which are mentioned below. (1) 
The regulations for establishing the Ltd. dramatically changed in January 2014. The new 
Law on Corporations offers a wide range of benefits. On the other hand, it brought also  
a few disadvantages which may not appeal to entrepreneurs. 
The advantages are following: 
 
 Changes in share capital 
Till the end of 2013 it was necessary to repay the capital which was 200 000 CZK 
when you wanted establish a limited liability company. Since the beginning of 2014 the 
minimum enrollee capital has fallen to just 1 CZK. The company is responsible for the 
damage by its assets not by the share capital. Therefore, its role is almost useless and 
consequently the new law eliminated it. (6) 
 Maximum number of partners 
There was a limited number of partners from 1 till 50. Now the company may have any 
number of shareholders whose rights, obligations and interests will be adjusted in the 
contract (in the founding document of the company). (6) 
 
 Expert evidence of non-monetary deposit 
If you wanted to insert non-monetary deposit you had to wait for expert evidence made 
by judge advocate who was appointed for that purpose byt the court. The expert evidence 
could have taken for few days or weeks. This has changed since January 2014. The owners 
can choose any judge advocate who will prepare an expert opinion if they want to.  (6) 
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 Flexible social contract 
The social contract regulates the rights and obligations of the partners, their interests, 
or a variety of other factors. (6) 
 
 Shares 
In addition to the basic share of the company may develop a whole range of other 
interests. The social contract may modify the amount of the new shares and there may also 
set out the rights and responsibilities that are with this type of share involved. (6) 
 
 Easy establishment 
Without the minimum limit of share capital (200 000 CZK) the establishing of  
a company will be more affordable. Many people who had a good idea and wanted to 
implement it were discouraged by the minimum limit of share capital in the past. (6) 
 
      There are many advantages, though there are also disadvantages. The biggest 
disadvantage can be seen in greater accountability and specific liability of shareholders. So 
far was the company responsible for any damage by its share capital. Now the partners will 
be liable for the obligations of the whole (even private) property.  
 
3.2. Analysis of the current situation 
In Brno, there are locations where the transportation is problematic. One of the 
locations is the Czech Technology Park. The management of CTP realizes that commuting 
to work and working environment itself are key players in the daily lives of employees, 
therefore CTP was chosen as a first area where the research regarding commuting was 
done.  
The research was done not only with the companies, which are located in that area, but 
also with two faculties. Not only employees from the companies and faculties took part in 
it, but also students from those two faculties.  
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The aim of the research was to apprize the companies from CTP and faculties within 
the area about the current situation regarding transport and commuting of its employees 
and students. The aim was also to promote new solutions regarding transportation itself. 
Also promote sustainable growth of CTP in regard with infrastructure, transport and 
facilities. One of the outcomes could be the suggestion of a mobility plan within the area. 
 
3.2.1 Data collecting 
During the research the data were collecting by different means. It was important to 
make collection by using various methods in order to have quality data.  
 
Observations 
The observations took part during the working day. It was important to observe the 
traffic and transportation nearby CTP. One of the outcomes was to get the rough number of 
users of public transport. And to get an overview about the traffic, how many people uses 
bicycles (approximately) etc. The observations were done from 7:00 am till 9:00 am.  
 
Filed survey 
The investigation took part in front of two companies within 2 days. Employees 
from companies were asked simple questions regarding mobility as well as environment 
and health issues. 
Interview  
The chosen employees from the companies were interview, mainly regarding the 
possibility of using the solution and risk they do perceive regarding implementing the 
solutions.  
 
Questionnaire 
An online questionnaire was send to employees of the companies. The 
questionnaire consists of more than 40 simple questions. The questions were from field of 
transport to work, length of commuting, parking, traffic jams etc. The number of filled 
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questionnaires was 33% (1340 employees). Also 520 teachers and students from 
University of Technology filled it in. (29) 
 
3.2.2 Characteristics of the area 
According to its webpage the CTP is a development project with low density providing 
premises for technology companies in the environment of a business park which is nearby 
Brno University of Technology. The park can offer a total of 190 000 m
2 
of a space for 
offices, research and light industry, together with leisure and services facilities.  
CTP has accommodated 20 companies employing in excess of 4 500 employees. The 
park is acknowledged as the predominant project of its type within the region. The specific 
location next to the Brno University of Technology provides the advantages to locating 
companies providing a technically skilled graduate employee as well as research and 
development opportunities and growth with this leading institution. (28) 
The CTP is improving the area to be more suitable for the companies and employees 
with the regard to environment and green areas. The plan is divided into areas which are 
supposed to be developed in several phases. The aim is to create a pleasant campus 
environment with natural woodland. (28) 
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Picture 3: Park plan with four phases (28) 
 
 
Picture 4: Visualization of the park future development (28) 
 
In the following table are shown the numbers regarding companies in CTP and 
parking spaces per company. The company with the most employees is IBM. IBM has 
3 700 employees, nevertheless it has parking spaces just for 599 employee which is 16%. 
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Employees who work in CTP have more options how to get to work. The busiest 
point is stop Skácelova where trams, buses and trolleybuses meet. The city centre (or main 
train station) is connected with Skácelova by tram number 12. There are several buses: 53, 
30, 44 and 67. The public transport is heavily used not only by local employees but also by 
students of the three faculties located in the area.  
One of the options is to get to Skácelova stop and take bus number 53 which goes 
through whole CTP. The disadvantage of this connection is that the bus 53 is often late in 
the morning and overcrowded with students who travel to Faculty of Mechanical 
Engineering, Faculty of Electrical Engineering and Faculty of Business and Management.  
The other option is take the tram number 12, pass Skácelova stop and continue to stop 
Červinkova. There get off and continue walking. There is a path directly to CTP and it 
takes approximately 5 minutes of walking.  
The next option is to continue with the tram number 12 to its endstation, 
Technologický park, and walks to CTP. It seems to be longer walk than from Červinkova 
stop but it also depends on the company – on its location, if it is closer to Červinkova stop 
or to stop Technologický park. 
The last, but not least, option is to take own car and get to work by car, which is the 
most comfortable way, however it is needed to get to work place before 7:00 am because 
afther 7:00 am there is no possibility where to park the car.  
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Picture 5: Public transport within the CTP 
 
 
It the area of CTP there are no cycling paths, consequently people using the bicycle 
have to share the road with drivers or use the pedestrian and share it with walkers. Both 
options are not the safest. 
According to made observations the roads and footpaths in the CTP area are in the 
good condition, however whole infrastructure was built during the time when no one 
counts with such a huge amount of people arriving daily into that area. Also the parking 
spaces are connected with that problem because the area cannot offer more parking spaces 
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way). The smallest group is made by employees who travel to work 51-60 minutes (one 
way). It makes 8% of respondents. The terrifying number is 12%. This is the amount of 
people who travel to work more than 60 minutes. Only 9% of respondents commute to 
work less than 10 minutes.  
 
 
Graph 5: Travel time of commuters from home to work 
 
In the following graph are shown the numbers regarding arrivals and departures to 
work. It is shown that the busiest time in the morning is from 7:00 till 8:30. While the 
busiest time in the afternoon is from 16:00 till 18:00. During that time period 84% of 
employees leave working place. 
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will be 160 out of 349, the rest will be carpooling with the 160 drivers). In one year the 
saved costs will be 1 752 000 CZK (the parking places have to be paid also during the 
weekend -> 4 800 * 365). 
If the program is implemented for the whole company and the same percent of 
employees will use it (32%) it means that company will have 522 drivers and the rest of 
people (617 people) will carpool with them. In such situation the parking costs will be 
15 671 CZK per day, meaning it saves 18 520 CZK per day – savings in 1 year are 
6 759 950 CKZ.  
 
3.3. Risk assessment  
 
Before the entering a market it is also useful to make a risk evaluation. It is vital to 
summarize all the possible risks the company, DjegnoCZ
3
, can face and give them a value 
- how big is the risk (the impact) and what is the probability of the risk.  
While preparing the market entry into the Czech Republic there was and analysis made. 
The analysis is based on questionnaires and interviews with the potential customers (what 
do they perceive as a potential risk) and with the Belgian company (based on their 
experience). After interviews all the risks were summarized and the potential customers 
and Belgian company were asked to evaluate the risks regarding their expert point of view 
and experience. When the risks were evaluated differently by each respondent, then the 
average number was taken into the account.  
 
 
 
 
 
                                                 
3
 Djengo – Belgian company which created a product Djengo (software) 
  DjengoCZ – Czech company which sells the product Djengo  
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3.3.1. Entry of a new competition 
The threat of a new entry is described in the Porter’s analysis (see above).  
 
Risk  
There is a threat of new entry, however it will take some time to code the program. 
The Belgian company was coding the program for 2 years. The program itself has strong 
know how inside of it. It does not mean that the competition cannot arise, it means that 
Djengo product has very big competitive advantage. Consequently the probability is not 
that high while impact is very high.  
 
3.3.2. Non-IT in a team 
The current team consists of three people, however no one is with IT background. 
People from the team are able to solve basic problems but none of them is able to code in a 
language of the program.  
 
Risk 
If the Czech branch owns the SW, then will be responsible for all IT issues. To find 
a person who will join a team is not perceived as a risk. When needed, the company can 
find e.g. a student and offer him a partnership, internship. There is also possibility to hire a 
student from abroad and offer him an internship. The only problem could be that the 
student can copy the code and establish his own company. To avoid this issue, the owners 
will offer him a partnership.  
The impact of having non-IT person in a team is high, also the possibility that company 
will need him is also high. Consequently this is perceived as a big risk, on the other hand it 
will be very easy to solve it (finding a new member into team who codes in needed 
language). 
 
3.3.3. Software is owned by Belgian company 
Currently the software is owned by the Belgian company which can cause 
problems in a future. The Czech branch is paying the license for using.  
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Belgian owners can sell the software and Czech branch cannot do anything about it. Also 
the communication for the future could be a problem. If there is a problem which has to be 
fixed in the code of the program, Czech branch cannot do anything about it and has to 
contact Belgium owner. The owners have to offer support for Czech branch in the same 
level and with the same conditions like in Belgium.  
The fact that software is owned by Belgian company can cause a problem for some of 
potential customers. The fact that the owner and IT support team is not in the same 
country. 
 
Risk  
The risk that Belgian owners will sell the software – this risk has rather low 
ranking. The owners do not have the intention to sell it. And it will not change in a near 
future. If they would love to sell it, they will sell it to the owners of branches. The 
possibility is very low and impact is also low, because the new owner will want to continue 
the cooperation – based on the discussion with the Belgian company (if this happens, it 
will be part of the agreement).  
The risk that the potential customers will have a problem with owner being in Belgium – 
this risk is not that low like the previous one, on the other hand nowadays companies are 
buying SW and HW and do not mind that owner is not from the same country. Also part of 
our questionnaire was this question and 89% of respondents did not have any problem with 
this fact.  
 
3.3.4. Low interest from the companies 
The SW is made mainly for big companies. It does not mean that small company 
cannot buy it. Big companies, especially the international ones, have tendency to take care 
about environment more often than small companies. There is also a community which 
deals with corporate social responsibility and big companies are taking part in these 
projects. It is important for them to show the world that they do care about environment.  
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Risk 
This risk is perceived as a relatively high. It is important to present the product to 
the right people in a right time. Companies want to present themselves as eco-friendly, 
nevertheless they do not need this product for it. Relatively big competition in eco-friendly 
field is in the form electrics and normal bicycles. The possibility is very high as well as the 
impact.  
 
3.3.5. Loss of motivation from carpoolers 
Creation of fixed groups and subsequent non-use of the software can endanger the 
using of the product in the future. People will get to use to their favorite passengers or 
drivers and will have no need to arrange the carpooling through the internet and rather will 
communicate by mobile phone or face to face.  
 
Risk 
Once people are put together and get to know each other, they have the tendency to 
stop using the technology and use face to face communication. The possibility of 
occurrence is very high as well as impact. If the carpoolers will stop using the program, 
then there will not be and data and company will have no overview regarding number of 
carpoolers, saved kilometers, saved CO2, which seems the be important number for them 
(based on questionnaire). 
To avoid this situation the company has to motivate its employees to use the 
program in the form of incentives. The incentives could be following: 
 An increase of the salary 
 The guaranteed parking space  
 Free tickets into the cinema, theatre, swimming pool, gym etc.  
 An increase of home offices  
 
3.3.6. Strict rules regarding IT security in the companies 
While using the program, the user needs an account. To create the account the user 
needs an email. Usually the company one (this is the easiest solution, since the program is 
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made for company related reasons). The pool of carpoolers from company A can be 
connected with company B (based on A and B requests) in order to higher the possibility 
of suitable matching.  
The user can also connect the profile with his Facebook account and LinkedIn 
profile. This feature can be perceived as a really high risk in the company where are the 
strict criteria regarding IT.  
 
Risk 
The possibility of this risk is middle (not all companies are very strict regarding IT 
security-based on Belgian experience), impact is low (users can use personal email instead 
of email from work).  
 
3.3.7. Inefficient to reach the potential customers 
The eco-friendly field is getting more and more attention and the companies are 
trying to do a progress in that field and try to cooperate with eco-friendly organization and 
companies.  
One of the efficient way how to get a contact for potential customer and start 
negotiation with him is to cooperate with eco-friendly organization or NGO related 
ecology or sustainability in ecology, transportation etc. The company will gain the trust 
thank to the eco-friendly organization. Otherwise it is complicated and long-standing 
process.  
 
Risk  
The possibility of occurrence is high if the company will not cooperate with the  
eco-friendly organization which will promote it.  
If the company will cooperate with the eco-friendly organization, the risk will be 
lower. The impact is the highest because the company cannot exist without the customers.  
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3.3.8. Legislation changes 
One of the features of the program is pricing. It counts the price of the ride based 
on the petrol price and time spend by driving. It also counts into the account a detour. One 
of the biggest motivators why do people carpool is that they can share the cost of their ride. 
There is a possible risk in that field. Once people will use carpooling to work, they will use 
it instead of e.g. public transport or taxi. The exaggerated example could be the situation 
that many people will stop using the public transport and taxi, consequently the taxi drivers 
can complain that it takes away their profit. This situation has already happened e.g. in 
Johannesburg, Madrid or Paris. (27) 
 
Risk 
The Czech Republic is a small country comparing the mentioned above, 
consequently there is relatively low possibility (based on the number of how many people 
use the taxi as a mean of transport to get to work –data from questionnaire) of changing 
law regarding this issue  – e.g. to penalize the people who carpool for money.  
The other risk regarding the legislation could be the changing a law regarding the 
responsibility of a passenger. The probability of this risk is very low as well while the 
impact of both of them is relatively high.  
 
3.3.9. Improperly set price 
Improperly set price is one of the biggest financial risks. If the prize is set up too 
high then it could lead to low interests from the potential customers. If the price is set up 
too low it can happen that company will not generate any or small profit. It is also 
important to have on mind that extremely low price can evoke a poor quality.  
 
Risk 
The possibility of occurrence is low because the company will make a financial 
analysis on which will base the price of the product. The impact is more than in the middle.   
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Regarding setting price the company will have also the experience from Belgium and then 
compare the standard of living in Belgium and Czech Republic, average and minimum 
wage, the prices of similar products in both countries.  
 
Num.  Risk factor 
Possibility 
of 
occurrence  
Impact  
Award 
risks 
1 Entry of a new competition 7 4 28 
2 Non-IT in a team 7 7 49 
3A Belgian owners will sell the software  2 1 2 
3B 
Potential customers will have a problem with 
owner being in Belgium 1 10 10 
4 Low interest from the companies 7 10 70 
5 Loss of motivation from carpoolers 10 10 100 
6 
Strict rules regarding IT security in the 
companies 5 2 10 
7A 
Inefficient to reach the potential customers 
without e-f partner 7 10 70 
7B 
Inefficient to reach the potential customers with 
e-f partner 4 10 40 
8A Penalization of carpoolers 1 8 8 
8B 
Changes in law regarding responsibility of 
passengers 1 8 8 
9 Improperly set price 4 7 28 
Tab. 14: Risk assesment 
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3.4. Risk solutions  
Based on given data and consecutive analysis were identified five risks which 
represent the potential threats for the company. One out of five risks has the biggest value, 
consequently the company has to concentrate on it the most.  
 
3.4.1. Inefficient to reach the potential customer with e-f partner  
Inefficiency can be due to inappropriate campaign. It is important to highlight the 
added value of having the program. The precise analyze which contains data regarding 
price of parking spaces (and consequent price saving), saved CO2, unsatisfactory public 
transportation, etc. is needed.  It is also important to reflect the feedback from the 
employees regarding their satisfaction with transport into their working place. 
 
3.4.2. Non-IT in a team 
This risk has relatively high award, almost 50%, while its solving is easy. If the 
company needs an IT guy in a team, it is easy to find a student who can work either for 
money or for the share of profit. Other option is to find an internship student from abroad 
through several exchange programs within EU. There is also option to hire an employee 
(part time or full time) or someone with the trade certificate.  
 
3.4.3. Low interest from the companies 
As was written above it is important to present the product to the right people in a 
right time and place. Companies want to present themselves as eco-friendly, nevertheless 
they do not need this product for it. Relatively big competition in eco-friendly field is in 
the form electrics and normal bicycles. The product has sufficient competitive advantage 
and it is important to highlight them. The companies are also interested to see the savings 
(parking spots costs, saved CO2, petrol). As was already said it is important to highlight 
also savings and corporate social responsibility factor. The company should get into eco-
friendly society and be part of its meetings – this is the big pool for finding a potential 
customer.  
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It is also important to have sophisticated promotion strategy and offers.  
The company can also start cooperation with petrol station – a driver who has a 
valid card of carpooler (people who carpool the most within the company will get it) can 
get a petrol with the discount. This step requires long-term negotiation, however the impact 
will be very high with regard to increasing petrol price.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Picture 7: Illustration of cheaper petrol for carpoolers (prices in EUR) 
 
3.4.4. Inefficient to reach the potential customers without e-f partner 
Use the same methods which are mentioned above in “Low interest from the 
companies“ part. Those two risks have also the same award.  
 
3.4.5. Loss of motivation from carpoolers 
 This risk is the biggest of all potential risks. It has the highest value, the 100%. To 
avoid the loss of motivation or interests of employees it is needed to motivate them in the 
form of competitions and other events. The winners of the competition should be awarded. 
The prizes may be following:  
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 An increase of the salary 
 The guaranteed parking space  
 Free tickets into the cinema, theatre, swimming pool, gym etc.  
 Vouchers for hairdressers, cosmetics, etc. 
 An increase of home offices. 
 
The customer can cooperate with DjengoCZ in the field of motivation of employees. 
DjengoCZ can be also the organizer and evaluator of the competitions.  
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Conclusion  
 
The aim of this thesis is to suggest a market entry of company into a new market 
and analyze the potential risks the company can meet. The new market where company 
intended to enter is the Czech Republic. Firstly there was a research done in order to find 
out if there is any potential for the company. The company is Djengo, originally Belgian 
company located in Brussels, while in the Czech Republic will be established as 
DjengoCZ.  
Firstly there was made a PEST analysis in order to get information regarding the 
environment in the Czech Republic. It was also important to decide which area of the CR 
will be covered as a first if company enters this market.  
As a second was made Porter’s Five Forces Analysis to find out if there is any competition 
and compare the product with them. It has been found that there is no direct competition 
which will influence the product in the future.  
The suggested form of entry is Limited Liability Company which was evaluated as 
an easiest and most suitable market entry for Djengo. The advantages and disadvantages 
are described in the chapter regarding market entry mode.  
Secondly there was made an analysis of the current situation and proposal was 
made. The analysis consists of research done by questionnaires, interviews and 
observations. All the outcome of the research are listed in this thesis. The outcome of the 
research showed that there is a big potential for the company to enter the Czech market and 
offer its product – for more information see the numbers in tables.  
The last part of thesis deals with risk assessment. Each company should make an 
analysis regarding risks it can deal with while entering a new market. It is a key element to 
be aware of potential risks and prepare the possible solution for them. It gives the company 
a different point of view and better insight into the market. The risk assessment can be a 
reason why company decides not to enter the market. The outcome of the risk assessment 
is the identification of twelve possible risks. Five of them were identified as potential risks 
with high probably and needed solutions were suggested. As the biggest risk was identified 
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the risk of “Loss of carpoolers’ motivation” and several resolutions were proposed as 
solution.  
In conclusion, I consider the establishment of a company DjengoCZ as real, 
however important initiatives have to be taken. As an essential step I do perceive the 
joining eco-friendly society and finding a partner from that field and start the cooperation 
with it. In the Czech Republic, the using of the products with eco-friendly label has 
improved lately, however it is still behind the other countries from European Union like 
Belgium, Austria, Finland, etc. Therefore I am convinced that cooperation with eco-
friendly organization which has a good reputation is needed.  
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